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Many stores are planning to come to the aid of consumers who want to know the ingredients 

in various cosmetics and toiletries because of allergies or sensitive skin. Virginia Knauer, Spe- 

cial Assistant to the President for Consumer Affairs, has asked several companies and trade as- 

sociations to become consumer advocates and request on the behalf of consumers that cosmetic 

and toiletry suppliers provide point-of-sale information about ingredients. 


The plans of the retail businesses are a part of an overall government and industry effort to 
benefit consumers in their purchase and use of cosmetics and toiletries. (Last July, Avon Products 
Inc. started providing cosmetic and toiletry ingredient information upon request.) Food & Drug Ad- 
ministration is calling for voluntary registration of cosmetic companies and for the voluntary filing 


with FDA of product ingredients and formulations needed to evaluate the safety of cosmetics and 
toiletries. 


@® Companies that are members of Mass Retailing Institute (which represents 10,000 dis- 
count department stores and discount sections within regular stores) and National Association of 
Chain Drug Stores are asking their suppliers to provide cosmetic and toiletry ingredient infor- 
mation to consumers. 

@ Subsidiaries of Jewel Companies Inc. (Osco Drug, Turn*Style, Jewel Food Stores, Eisner 
Food Stores, Star Markets, Buttreys and White Hen Pantries) are requesting ingredient informa- 
tion from their suppliers for in-store reference by consumers. In addition, Turn*Style and Osco 
are recommending that their suppliers of cosmetics and toiletries label each product’s ingredients. 
Turn*Style and Osco also will soon provide ingredient information on all of their own brands of 
cosmetics and toiletries. 

@ Giant Food Inc. will list the amount of each active ingredient on the labels of its own 
brands of over-the-counter drugs and health & beauty aids. 


“The action of Avon and these retailers is significant,” Mrs. Knauer said, “but the importance 
of the action will be magnified as their competitors undertake similar programs.” 


Mrs. Knauer said she had long been concerned about disclosure of cosmetic and toiletry in- 
gredients. She said: “With rare exception, consumers have had no way of knowing what is in a cos- 


metic or toiletry before it is purchased and, thus, no way of avoiding ingredients that may cause 
allergic reactions.” 


About a year ago, Mrs. Knauer urged cosmetic manufacturers to work out a reporting system 
with FDA. Cosmetic, Toiletry & Fragrance Association proposed that FDA initiate a program for 
registration of cosmetic companies and their product formulations and ingredients. Then, if FDA 
learned that a cosmetic ingredient, such as hexachlorophene, had possible harmful side effects, it 
would know from the listings which cosmetics contained the ingredient. While taking appropriate 
action on the product, FDA also could inform doctors of possible side effects and how to treat them. 


Last month FDA announced that it will request makers and packers of raw materials and 
finished cosmetic and toiletry products to provide FDA with (1) formulations, (2) brand names, 
(3) product categories and (4) ingredients of their products. FDA also is requesting that the 
companies provide poison-control centers and licensed physicians with all information needed for 
treatment of persons suspected of having a reaction to a cosmetic or toiletry. 


Dr. Charles C. Edwards, Commissioner of Food & Drugs, said FDA is now considering a pro- 


posal for labeling “sensitizing” ingredients in cosmetics and toiletries—those ingredients that may 
cause irritation. 








Organic foods: Read labels to get your money’s worth 


Most consumers would be hard pressed to say what the differences are between the various 
specialty foods now on the market. Or, for that matter, how specialty foods differ from regu- 
lar or conventional foods. For example, could you tell how “organic” peanut butter differs from 
“natural” peanut butter, or how those two differ from a “health” variety of peanut butter? 


No formal, legal definitions have been established, but specialty food producers are in gen- 
eral agreement that 

® Natural foods are products marketed without preservatives, emulsifiers or artificial ingredi- 
ents in order to provide consumers with an alternative to conventional foods which may contain 
additives and preservatives; 

@ Organic foods are essentially the same as natural foods, except that “organic” implies 
greater care of soils and plant environment to exclude pesticides and artificial fertilizers; 

@ Health foods, different from the other 2 categories, include dietetic, vegetarian and other 
products not necessarily free of artificial chemicals. 


So by also considering conventional peanut butter with its government-approved additives 


and preservatives, you may choose from 4 varieties of peanut butter, usually selling for differ- 
ent prices. 


Price consideration is having an important effect on the ability of consumers to buy foods 
that are genuinely chemical-free. Organic foods—sold usually in specialty shops or in special 
sections of supermarkets—tend to be higher priced than conventional foods because current mar- 
ket demand is high and because they require specialized growing and marketing techniques. 
Some marketers may label conventional foods “organic” in order to charge higher prices. 


Some efforts are already underway to curb such practices. New York City’s Consumer Af- 
fairs Dept. held hearings last winter on the subject, and a $40-million class-action suit has been 
brought in California to bring about government standards for organic foods and natural foods. 


In the meantime, consumers should scrutinize labels for organic foods just as it is always a 
good practice to read labels of conventional foods. Do not rely on the word “organic” by itself. 
Be wary of any label proclaiming that a product is organic if there is not also included on the 
label a statement that artificial ingredients have not been used. Under current Federal regulations, 
a marketer can be prosecuted for falsely labeling his product. For example, a label stating “no 
artificial additives or preservatives” would be false if the product did have those ingredients. 


Organic food advocates generally recommend that consumers consider the reputation of the 
store and the grower (whose name usually appears on the label) when shopping for organic foods. 


It is also a good idea to exercise personal vigilance—for example, is the store clean, and are the 
food containers clean? 


Food & Drug Administration is considering publication of a statement and/or fact sheet on 
organic food. In the past, FDA has issued fact sheets entitled “Food Standards,” “Facts on Food 
Labeling,” “Some Questions and Answers About Food Additives,” and “Declaration of Ingredi- 
ents on Labels for Standardized Foods.” These are still available from Office of Consumer Affairs, 
Food & Drug Administration, 5600 Fishers Lane, Rockville, Md. 20852. 


When you buy tires .. . 


Federal regulations require that tire dealers make a written record of a customer’s name and 
address and the identification numbers of tires that the customer buys. These sales records are the 
major source of customer information whenever a recall of defective tires is made. 


Douglas W. Toms, Administrator of the National Highway Traffic Safety Administration, says 
that though record keeping is the responsibility of the manufacturer and retail dealers, “we want 
to remind every motorist that an error or omission might allow him to be completely unwarned 
in case his tires are recalled.” For your own protection, see that your name and address are re- 
corded by the tire dealer along with the identification numbers of every tire you buy. 





Page 2 


Consumer News 





What is being done about America’s ‘burn epidemic’? 


Howard Tipton, Executive Director of National Commission on Fire Prevention & Control, says 
that fires rank second only to automobile accidents and to falls in the number of deaths and crip- 
pling injuries they cause. Last year, fires caused 12,200 deaths, 330,000 injuries and $2.8-billion 
worth of property damage in the U.S. In Tipton’s words, fires and their inadequate prevention and 
control are causing a national “burn epidemic.” 


Unfortunately, he says, public attention is slow in focusing on the problem; adequate fire pre- 
vention and fire-prevention education are lacking in the U.S. Tipton says few realize that while 
many fire deaths result from burning, even more result from inhalation of smoke and gases. 


Tipton told CONSUMER NEWS that several factors contribute to the nation’s burn epidemic: 

@ State and local fire codes are often inadequately enforced; 

@ City fire inspections cover industrial and commercial buildings but may omit residential 
dwellings, where most fire deaths occur; 

@ Houses are not required to have early fire-warning detection systems—not even in Federally 
assisted construction; 

e@ Fire departments do not conduct enough prevention and education programs to supplement 
their fire-fighting efforts; 

@ No national institution has been established to train firemen the way the National Police 
Academy trains policemen; 

@ Not enough research has been done on fire-safe construction and on the nature of fire itself 
nor has any national information system been set up to facilitate such research. 


On April 24-25 in Dallas, the National Commission on Fire Prevention & Control held its sec- 
ond public hearing to examine the quality of America’s fire-fighting services. Other hearings will be 
in Los Angeles, San Francisco and Chicago with a final hearing in Washington in June 1973. The 
commission will submit its final recommendations to the President and the Congress in July 1973. 


The commission has submitted a preliminary report to President Nixon, who noted that the 
valor of the nation’s firemen “should no longer be a substitute for finding effective ways to prevent 
fires and to protect firemen in the hazardous environment in which they must work.” 


For information on fire prevention and fire-prevention education, contact your local fire depart- 
ment or write to the National Fire Prevention Association, 60 Batterymarch St., Boston, Mass. 
02110. For a copy of the commission’s preliminary report and for other information, write to Na- 
tional Commission on Fire Prevention & Control, 1730 K St. N.W., Washington, D.C. 20006. 


Auto safety fact sheets available 


National Highway Traffic Safety Administration has published a series of fact sheets about 
automobile safety: 

Safety Tips on the Purchase & Use of Hydraulic Brake Fluids. 

Facts To Know About Importing a Foreign Car. 

The Hazards of “Mixing” Tire Types. 

Safety Belts in ’72—A Step Closer to Automatic Crash-Survival. 


Each fact sheet has a background summary of the subject and states some “‘do’s” and “don’t’s” 
that consumers should follow for safety and/or legal reasons. 


The fact sheets are free from Consumer Product Information, Washington, D.C. 20407. 


New Federal publications 


People Serving People (a profile of Health, Education & Welfare Dept.) ; published by Health, Edu- 
cation & Welfare Dept.; free from Information Center, H.E.W., 330 Independence Ave., S.W., 
Washington, D.C. 20201. 


Wise Home Buying, published by Housing & Urban Development Dept.; Stock No. 7700-058, free 
from Consumer Product Information, Washington, D.C. 20407. 
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Federal grand jury indicts door-to-door company 


A Federal grand jury in Baltimore has indicted the nation’s largest door-to-door magazine- 
subscription sales company and 4 persons on charges of mail fraud in using false advertising and 
in making false statements to the public, to some of its own employees and to others. Justice Dept. 
said the 30-count indictment named Interstate Publishers Service Inc. of Kansas City, company 
directors, a sales-crew manager and a public-relations representative. 


The indictment said the company and the individuals 

@ placed false ads in various newspapers across the country that overstated average earnings 
of magazine-subscription salesmen; 

@ made false claims that prospective employees would be reimbursed for expenses; 

@ caused their sales persons to tell subscribers that the proceeds of the subscription sale 
would be used for college educations, for betterment of underprivileged young people or for phil- 
anthropic purposes when such statements were not true. 


The Federal District Court scheduled arraignment for May 1. The defendants did not make a 
statement about the indictment before arraignment. 


Maximum penalty upon conviction on each count of mail fraud is 5 years in prison and a 
$1,000 fine. The 30 counts in the indictment were the result of investigations by U.S. Postal In- 
spection Service and the U.S. Attorney in Baltimore. 


Plane fares 


The passenger who has to fly with 2 or more airlines to reach his destination should save 
some money under a new Civil Aeronautics Board rule, which goes into effect by June 11. 


The rule will require airlines to offer a single “joint fare” to such passengers. Joint fares will 
save the passenger at least $4 for each connection he has to make. 


Formerly, passengers had to pay each airline the fare for its portion of the trip unless the 
carriers had voluntarily arranged a joint fare. The new rule will require joint fares equal to the 
sum of the individual fares minus $4 for each inter-airline connection. CAB officials say the $4 
represents the amount of money the airlines save in clerical work when only one passenger needs 
to be processed for 2 airlines. 


The joint fares will apply to children, but not to other types of discount travel such as the 
12-to-21 youth fares. The joint fares will not apply to passengers who want to stay over in a city. 
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